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Abstract: Models as the Protection Motivation Theory (PMT) aim to understand those data and variables 
considered by individuals when facing the challenge of a behavioural change, as well as the more or less 
important they are. It is a key issue for social marketing responsibles, as they need a better understanding of the 
reasons for compliance or not with a suggested new behaviour. Research was conducted on two TV spots aiming 
tobacco-fight recently sponsored by the Ministry on Health and Consumption in Spain. In spite of the limitations 
of the study –due to its exploratory character–, obtained results question the effectiveness of used arguments, 
perceived as one-sided and more focused on the threat coming from current behaviour than in the advantages of 
coping appraisal and behavioural change. Moreover, a requirement of self-conviction for a real behavioural 
change is stated, as well as the doubtful effectiveness of –even counterproductive– penalties or external 




Among the number of diverse questions under analysis in the social marketing arena, 
researchers are long intending to determine those factors influencing an individual’s 
behavioural changes, not only from a Marketing view, but also from other related disciplines 
(e.g. Behavioural Psychology, or Labour Sciences, when issues are related to workers’ 
performance). Thus, useful information could be provided in order to improve persuasive 
power and effectiveness of communication messages. 
As stated by Cismaru and Lavack [1], some contributions could be underlined in the 
literature, as the “Theory of Reasoned Action” developed by Fishben and Ajzen in 1975, the 
“Social Cognitive Theory” by Bandura in 1977, or the previous but more specialized “Health 
Belief Model” by Rosenstock in 1966. However, the “Protection Motivation Theory”, or 
PMT, by Rogers and colleagues [4, 5, 6, 2] is undoubtedly one of most influential 
contributions, and not only in the academic sphere (as the basis for further developments), but 
also as starting point for research work and advertising campaigns design. 
According to PMT model (see Figure 1), individuals are supposed to be influenced by 
either external (or environmental) and internal issues when making decisions on continuing, 
changing or intensifying a concrete behaviour according to their expectation about positive 
consequences and/or awareness of negative ones, either for themselves (direct consequences), 
related individuals (close) or other social groups –including the society as a whole– (generic). 
What is more, key variables influencing on individuals’ attitudinal and behavioural 
response could be grouped into the five categories of perceived vulnerability, severity, 
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Source: Vázquez, Gutiérrez and García [7], based on Floyd, Prentice-Dunn and Rogers [2]. 
Figure 1 
Changes in consumer’s behaviour as explained by the model of Protection Motivation Theory 
 
 
Summarily, perceived vulnerability variables are related to the individual’s subjective 
perception on the risk of a negative event itself, meanwhile perceived severity issues refer to 
awareness on the seriousness of possible negative consequences. Thirdly, perceived response 
efficacy variables concern individual’s belief on the effectiveness of a suggested behaviour in 
reducing or eliminating a concrete danger or an inadequate performance. In a similar way, 
perceived self-efficacy is related to the individual’s belief on his/her ability/capability to 
perform in the “right” way. Finally, perceived costs are all those barriers that the individual 
expects to face when following the suggested behaviour (not only monetary ones, but also 
including other ones, as in terms of required time and/or effort, inconvenience...). 
According to standard formulation of PMT, individuals’ behaviour could result on 
adaptive or maladaptive coping (i.e. following or avoiding suggested patterns) as a direct 
result of their diverse assessments on adaptive alternatives responses and consequences. 
However, we suggest considering a set of three options, as follows: i) voluntary adaptive 
coping (i.e. following suggested behaviour due to the self-conviction on its goodness –a case 
of adaptive coping–); ii) coactive adaptive coping (as consequence of awareness to negative 
consequences, social repulse, punishment... –an adaptive but forced coping–); and iii) 
maladaptive coping (as considered in standard PMT formulation). 
We could even go further by considering the chance of sustaining or intensifying the 
now “conscious” and “wrong” behaviour. This last and undesirable option could be due to 
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diverse issues, as a “saturation” effect from the media campaign or a bad design of message 
contents (as risks in any communication campaign), an excessive “additional” social pressure 
(from family, friends...). Thus, an extra effort on avoiding this chance should be advisable. 
 
MATERIALS AND METHODS 
 
There is an extended agreement in the literature on the real influence of either internal 
or external circumstances on individuals’ performance, including variables from all these five 
categories previously stated. However, there is little evidence on the concrete way of such 
influences. What is more, even when a real number of research works point to the absence of 
variables on all five categories in most situations, concrete effects of this lack of information 
in individuals’ choice are not determined [3]. 
To be precise, a real number of social marketing anti-tobacco campaigns are mostly 
focused on awareness messages, the individual expected to fulfil gaps on other variables. In 
Spain, e.g. short messages as “smoking kills”, “smoking shortens life”, or “tobacco provokes 
fatal lung cancer” are usual in tobacco boxes, just in other EU countries. These constitute a 
short of impersonal sentences written in a polite style, but focusing on perceived vulnerability 
and severity. Messages aiming to face the problem are not so common at all (e.g. “your 
physician and the pharmacist can help you to quit smoking”), even when they are more usual 
in countries as USA (e.g. “quitting is hard, but every day many people quit smoking, and you 
can too!”, or “quitting improves your health!”) [1]. 
Taking in mind all this background, as well as considering the relevance of “smoking 
trouble” at present time (let’s think not only in health risk, but also in restrictive EU 
legislation regarding universities, restaurants and public places in a general sense, punishment 
measures, etc.), an exploratory questionnaire was designed in order to highlight some issues 
on effectiveness of anti-tobacco campaigns. Thus, two TV ads were presented to a total 
sample of 74 individuals, all of them usual smokers, in a range from 20 to 29 years old. Data 
were collected in December 2006. 
TV ads were considered as expecting that elements of TV supported campaigns are 
more well-known than other in papers, radio, etc. messages. Moreover, these two ads were 
selected as they both were supported by the National Ministry on Health and Consumption 
(and so broadcasted at national level), as well as including concrete (more or less explicit) 
references to more than one PMT categories of variables, allowing individuals to access either 
external (including ads themselves) or internal (including own experience) data sources. 
Specifically, the first one of the ads under analysis, what was identified with the slogan 
“thanks for not smoking”, was directly related to smoking prevention (that is, underlining 
benefits from quitting tobacco for smokers). On the other hand, the second ad, what was 
indentified with the slogan “a place without smoking fumes” aimed to show risks for passive 
smokers. One and another were 25 seconds long, and both of them are available at the web 
site of the Ministry [http://www.msc.es/], just as some other audiovisual materials from 
previous or later campaigns (in 2007). 
Regarding to the research sessions, firstly a short and general questionnaire was 
presented to participants in order to know their opinion on the real likelihood of a change in 
individuals’ performance, as well as the real possibility of a spontaneous (similar to a play or 
entertainment reaction) or a more reflective basis under the new behaviour. 
Then, both ads were presented to attendants from the Ministry website (then 
dependence of TV broadcast was avoided). In every case, a casual conversation of several 
minutes followed, and then a new and specific questionnaire was presented to the attendants 
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in order to make a clear idea on their opinion about perceived importance of smoking 
problem, perceived (expected) effectiveness and emotions raising from every ad, and 
suggested ways for an improved presentation of the problem and/or the message in future TV 
campaigns. 
RESULTS AND DISCUSSIONS 
 
Perception on the possibility of a change in individuals’ performance: 
The perception on the possibility of a change in individuals’ performance was assessed 
by means of two groups of statements including 10 and 3 items, respectively. The first 
grouping consisted of several general ideas on change behaviour that were presented to 
respondents for their appraisal according to a five-point Likert scale ranging from “1” (“total 
disagreement”) to “5” (“total agreement”). 
Obtained average values in all cases were located over the central “3” value. However, 
as shown in Table 1, more generic sentences scored clearly higher (the first sub-group of 6), 
meanwhile scored values were lower for statements related to motives for change (the 
remaining 4). Moreover, dispersion in results (according to standard deviation values) was 
lower in case of those statements related to “generic change” that in case of those related to 
“induced change”. 
The second group of 3 statements aimed first intuition on the perceived spontaneity or 
reflection required for change, as well as on the capacity of communication campaigns to 
induce a change in behaviour. As shown in Table 2, it seemed to be much more a reflective 
question that a consequence of communication campaign or a game. 
Thus, results from the first and generic part of the study point up to the agreement of 
respondents on the possibility of change in individuals’ performance, as well as on the 
likelihood of and induced change in behaviour, especially in case of a reflective thinking. 
 
Table 1 
Perception on the possibility of a change in individuals’ performance 
 
Statements [1] [2] [3] [4] [5] A.V. S.D. 
1. Individuals change during their life 1.4 2.7 2.7 50.0 43.2 4.31 0.78 
2. Individuals change behaviour according to habits 0.0 5.4 4.1 71.6 18.9 4.04 0.67 
3. Individuals change behaviour according to likings 1.4 2.7 12.2 68.9 14.9 3.93 0.71 
4. Individuals change behaviour according to habits 0.0 1.4 5.4 67.6 25.7 4.18 0.58 
5. Individuals change behaviour according to ideas 1.4 10.8 16.2 54.1 17.6 3.76 0.92 
6. Individuals change behaviour according to circumstances 0.0 1.4 4.1 41.9 52.7 4.46 0.65 
7. Others can induce a change in an individual’s behaviour 2.7 18.9 17.6 44.6 16.2 3.53 1.06 
8. Change requires own conviction 1.4 21.6 20.3 27.0 29.7 3.62 1.17 
9. Other can beguile to act as they want 1,4 12,3 16.4 63.0 6.8 3.62 0.84 
10. Public supported campaigns aim social welfare 2.7 9.5 35.1 41.9 10.8 3.49 0.91 
Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av. Value. S.D.: St. Deviation. 
 
Table 2 
Perception on the basis for the change in individuals’ performance 
 
Statements [1] [2] [3] [4] [5] A.V. S.D. 
1. Change is like playing or a natural ability of individuals 1.4 14.9 36.5 33.8 13.5 3.43 0.95 
2. Communication campaigns can induce change 0.0 2.7 37.8 54.1 5.4 3.62 0.63 
3. Reflection is required to solve a problem 0.0 2.7 4.1 37.8 55.4 4.46 0.71 





Perception on effectiveness and emotions induced by ads: 
After some questions on the importance of the tobacco problem for active and passive 
smokers in which requirement of self-conviction was clearly stated and considered much 
more effective than communication campaigns or punishment to smokers (concrete details on 
results regarding these issues not being provided in this paper due to space specifications), 
participants were asked on their perception on effectiveness and emotions induced by TV ads. 
As shown in Table 3, the first ad (“thanks for not smoking”), what was devoted to 
shown risks for smokers themselves, was considered to be specially “memorable”, 
“persuasive”, “convincing” and “attractive”, even when “not very related” to smoking 
participants in the research. Its capacity to induce or contribute to a not-smoking behaviour 
was perceived as questionable, as well as its effectiveness, “emotive” or “dearly loved” 
character. 
On the other hand, the second ad (“a place without smoking fumes”) was perceived as 
more “convincing”, “persuasive” and effective in order to avoid smoking when children are 
present. It was also considered as more “emotive”, “effective” and “attractive” (Table 4). 
 
Table 3 
Perception on effectiveness/emotions from ad (i) “thanks for not smoking” 
 
The TV ad that I have just seen... [1] [2] [3] [4] [5] A.V. S.D. 
1. ... is persuasive 4.1 24.3 16.2 45.9 9.5 3.32 1.07 
2. ... is convincing 8.1 23.0 23.0 32.4 13.5 3.20 1.18 
3. ... is effective 9.5 29.7 35.1 24.3 1.4 2.78 0.97 
4. ... is attractive 10.8 24.3 14.9 40.5 9.5 3.14 1.21 
5. ... is memorable 4.1 9.5 18.9 48.6 18.9 3.69 1.02 
6. ... is emotive 29.7 25.7 32.4 10.8 1.4 2.28 1.05 
7. ... is dearly loved 37.8 27.0 31.1 4.1 0.0 2.01 0.93 
8. ... is disagreeable 33.8 29.7 25.7 6.8 4.1 2.18 1.10 
9. ... encourages me to quit smoking 13.5 18.9 37.8 23.0 6.8 2.91 1.11 
10. ...contributes to a non-smoking behaviour 17.6 25.7 28.4 25.7 2.7 2.70 1.12 
11. ... is not to influence my performance 26.0 20.5 30.1 11.0 12.3 2.63 1.32 
12. ... is not related to me 25.7 13.5 13.5 16.2 31.1 3.14 1.61 
Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av. Value. S.D.: St. Deviation. 
 
Table 4 
Perception on effectiveness/emotions from ad (ii) “a place without smoking fumes” 
 
The TV ad that I have just seen... [1] [2] [3] [4] [5] A.V. S.D. 
1. ... is persuasive 1.4 6.8 9.5 50.0 32.4 4.05 0.90 
2. ... is convincing 1.4 2.7 9.5 50.0 36.5 4.18 0.82 
3. ... is effective 2.7 10.8 25.7 51.4 9.5 3.54 0.91 
4. ... is attractive 5.4 14.9 32.4 33.8 13.5 3.35 1.07 
5. ... is memorable 1.4 6.8 13.5 55.4 23.0 3.92 0.87 
6. ... is emotive 2.7 11.0 16.4 50.7 19.2 3.73 0.99 
7. ... is dearly loved 12.2 21.6 31.1 28.4 6.8 2.96 1.13 
8. ... is disagreeable 32.4 33.8 21.6 6.8 5.4 2.19 1.13 
9. ... encourages me to quit smoking 2.7 2.7 18.9 37.8 37.8 4.05 0.96 
10. ...contributes to a non-smoking behaviour 2.7 4.1 21.6 40.5 31.1 3.93 0.97 
11. ... is not to influence my performance 16.2 13.5 36.5 20.3 13.5 3.01 1.24 
12. ... is not related to me 23.0 10.8 23.0 18.9 24.3 3.11 1.49 
Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av. Value. S.D.: St. Deviation. 
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Additionally, and according to individuals’ experience and perception, the first ad was 
said to be “a good support to transmit the right message” (3.80). Its content was perceived as 
“easy to communicate” (2.97), especially through “this sort and style of ads” (2.92). 
“Difficulty to solve the smoking problem” was also mentioned (1.61), or to do it “with TV 
ads” (2.09). Difficulties to design creative and effective campaigns at this purpose were 
highlighted. 
On the other hand, the second of the ads was considered to be even better “to transmit 
the right message” (4.18). Its content was also perceived as quite “easy to communicate” 
(2.92), but efficacy of “this sort and style of ads” was stated to be higher than in the previous 
case (3.38). To “solve the smoking problem” was perceived as “easier” after seeing this ad 
(2.97), what was said to be part of a more “effective” sort of TV ads. Design of creative and 




As this was a prospective study, further research and more representative samples (in 
number and characteristics of respondents –e.g. including non-smokers) should be required to 
make any definite conclusion. At any case, some preliminary ideas could be stated, and so: 
a) It is possible to induce a change in individuals’ behaviour through social marketing 
campaigns, even when it is not clear the nature and importance of the real number of external 
and internal factors beneath it. A reflective process is almost ever suggested as a requirement. 
b) The tobacco problem is perceived as difficult to solve. Furthermore, smokers’ self-
conviction is stated as a clearly more effective way if compared to the doubtful effectiveness 
of –even counterproductive– punishment, penalties or external pressures. 
c) On the other hand, the tobacco problem is perceived as more severe if considered 
from the passive smokers’ view, especially if talking about risks for children. In that is the 
case, to find a solution is perceived as an easier possibility, as well as social campaigns are 
perceived as more effective. However, the need of self-conviction is also pointed up. It is 
easier not to smoke in front of children that quit smoking definitely. 
d) Thus, as it could be expected, one of the TV ads under analysis, “a place without 
smoking fumes”, was perceived as more persuasive, convincing and encouraging, as well as 
more dearly loved and emotive than the other one, “thanks for not smoking”. In the first case, 
the target group were smokers as individuals who are damaging other people because of their 
behaviour (fumes for passive smokers) and social benefits of a behavioural change were 
stressed. In the second one, the target group where smokers as individuals who are damaging 
themselves and individual benefits of a non-smoking habit were highlighted. 
e) Finally, some suggestions could be made for future anti-tobacco campaigns, as 
introducing more and more diverse stimulations in messages. To be precise, the ads under 
analysis were perceived as too much focused in threat arguments (vulnerability, severity), and 
a lack of facing issues was also mentioned (response efficacy, self-efficacy, low costs of the 
change), even when individuals’ use to be more receptive to positive arguments, as part of the 
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